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TACIAL DIFFERENCES Ili ATTITUDZS TOWARD DIRECT
REFERERCE POLITICAL AUVIITISING

BY

Thomas F. Gordnn and Stuart H. Surlin

The increasing usage of mass media in the political arcna is sclf cvident.
Mcdia time uscd Tov political advertising and the amount of moncy spent on such
advertising k15 shoun an cver increasing retet (Gilbert, 1972, Mickelson, 1972).
The principle 1is simple: tho mass media are a2ble to effectively rcach the most
pcople with the least cifort and cxpensc.

As political mcdia usage has incrcascd, tac phenomena of the dircct refer-
cnce or attacking political advertiscment has also incrcased (Archibald, 1971a;
1971b). Historically, complaints about dirty politics and unfair ads appear
to follow particular patterns during cvery elcction year. Shcinkopf (1672)
rcported that morc complaints arc aimed at print rather than broadcast adver-
tising and that thc most complaints came from pcople in the East and the least
by pcoplec in the South. Sheinkopf was too optomistic, however, when he stated
before the 1972 clections, 'Still, there is some hope for improvement in the
cthics of the campaigning this yecar.'" (p.9) An abundance of political adver-
tising attacking thc opposing candidates cxisted during the 1972 presidential
clection. Archibald (1972) chairman of the Fair Campaign Practices Committce
has indicated that complaints to his committce during the past presidential
clection have incrcased over previous clections; and, that the candidates uscd

more ads attacking the other candidate than positive ads about themselves.

% This trend ‘did appear to level off between the 1968 and 1972 clections duc to
recent laws restricting political advertising (Broadcasting, 1973).
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The present’ report focuses on rqcial diffcrences in attitudes toward
political advertising in general, and direct reference (attacking) ads
specifically. Tor comparison, rcgional diflerences and social class diffor-
ences arc also examined, Hyman (1959) notes that perceptions of the politi-
cal process arc involved in a mixturc of cognition and evaluation, of
belicf and attitude, of percept and affect which is probably best descriosced
as the individual's cognitive and affective map of politiecs. Building on
this oricentation, the authors attempted to assess characteristics of the
respondents that might rclate to or affect their attitudes toward political
advertising. As Nimmo (1970) suggests, 'Voters' perceptions of the short-
term forces...partics,.candidates, issues...normally conform to their long-
term predisposition.' (p. 177) The predispositions selected for investiga-

tion in this casec were aspects of the respondent's value systcm.
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METHODOLGGY

Proccdurcs

Svstcmatic random samples were drawn irom the 1972 metropolitan phonc
dircctorics for Atlanta, Georgia (N=670) and Fhiladclphia, Pennsylvania
(11=700) ., Trained interviewers made calls betuecn the dates of October 25
and Novcmber 1, 1972.

Items designed to assess perceptions of political advertising were
constructed as agrce-disagree statcments. Intervicwers were instructed to
rcad the item, asking whether the respondent agreced with the item, was

ncutral, or disagrced. If the respondent agreed or disagrced, he was then

asked to specify “agree (disagrec) or strongly agree (disagree).' Thus,
the full five point scalec was utilized. The results of the calls for cach

city arc as Zollows:

' Atlanta Philadclphia
complected 231 279
not in scrvicc 48 67
no answer 214 219
rcfusal 127 135

In Atlanta, of thc 408 contacts made, the completion rate was 697%.
In Philadclphia, of the 414 contacts made, the completion ratc was 67%.
The percentage of males and females in the Atlante sample was 45% male, 55%
female; in Philadelphia, 34% malc, 66% fcmale. Racially, 857% of the Atlanta
sample was vhite and 14% black, whilc 73% of the Philadelphia sample was
white and 26% black.*

Although the initial intent of the survey was to cxamine racial
differences in attitudes toward political advertising, other asscssments

of the respondent's value system were made in order to examine the extent

Q *Racially, the 1970 ccnsus indicated that the Atlanta Mctropolitan area was
[fRJ!: 72% Black whilc the Philadelphia Metropolitan arca was 337% Black.




to which these variables rclated to political attitudes. The first sct of
questions were intended to tap the four major dimensions of: (1) need for
stability in one's cavircament, (2) concern for the social welfar: of others,
(3) propensity for cooperation toward group gonls, and (4) tendency to identify
wvith a group. Three items were sclected from the Rehfisch Rigidity -~calc
(Rehfisch, 1958) to tap the individual's nccd for stability. Other items
rclating to social values were ~clected from the Perloc Social Values
Questionnaire (Perloc, 1967). The Perlee items were derived from a factor
analytic study which isolated the luc dimensions of social welfarc, cooper-
ation townrd group goals, identification with groups, and moral pressurce.
Three-four items tere toke  com cach of these categorics cexcept the latter.
This imension wno cielu . to keep the questionnaire to a reasonable length
for .. r¢lephonce intervi sing.

T ju.tify the usas of partial instruments from two diffcrent sources,
and to ver oy the 2 priori dimension structurc, the combined Atlanta-Philadel-
phia data were factor analyzed ucing a principal axis solution with verimax
rotation and Kaiscr normalization. Table 1 presents the resulting factor
items and loadings. The four factors cxplained 46.27 of the total variancc.
The items loading on cach factor werce summed as indicles of thesce dimensions

to bc used in subscquent analyses.
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Attitudes Toward Dircct Reference Advertising

To assess attitudes toward dircct reference or attacking political adver=

tising, agrce~disagree items were designed to tap (1) the inforration valuc of

the ads, (2) the perceived cthics involved, and (3) the cffcctivencss and

affcctiveness of this form of advertising. A single item was included to

assess the extent to which a%tacks werce cvident in ncws anﬁ spceches as

vell as paid advertising. The item rcad, "I sce and hear attacks by the
presidential candidates as often in the news and speeches as I do in adver-
tising." A sccond singlc item assessed attitudes toward product advertising
in which an opposing product is attacked. This item rcad, "In general,
advertising for products, not for political usc, but for products, which
attacks &’ competitor in any fashion, makes me more favorable toward the
sponsor of the ad." The same intcrview procedurc was sced to administer

the five point agrec~disagree scale,

Again, the itcems designed to assess attitudes toward political adver~
tising were factor analyzed using the principal axis solution with verimax
rotation and Kaiscr normalization. Threc major factors resulted, explaining
62.87 of the total variance. Sec Table 2 for the factor items and loadings.
Items loading on cach faetor were summed as Indiecies for neo in snbrequent

analyses.

A e G r = - b = e By B e g - =, SO T L O ey AP = " - - - oy

Table 2 about here
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RESULTS

Given the focus on racial differences in attitudes toward direct
reference (attackirng) ads, r.ad the corresponding relationship of the
respondent's value system to those attitudes, the first basic analyses
were intended to determine the extent to which socioeconomic status
(SES) differences and regional ditferences interacted with race. Should
interaction effects be evident, the factors of SES and region would
have to be examined directly with the race factor or controlled out.

RACE and SES

The comparison of race with SES to look for interaction effects was
achieved through a two-way analysis of covariance (Race X SES) in which
the respondent's value systems were covaried to hold their effects
constant (covariates: (1) Need for Stability; (2) Concern for the Special
Welfare of Others; (3) Coogeration Toward Group Goals; (4) Identification
With a Group). This analysis, for the five major attitudes toward
direct reference ads (extent to which such ads are considered: (1) Unethical
(2) Informative; (3) Affective; (4) Extent to which similar attacking

behaviors are seen in News and Speeches; and (5) favorability toward

attacking Product Advertising) for the combined north-south data produced

no significant interaction effects. Main effects were evident for race
and SES, however. Since racial differences will be examined in detail
as related to the respondent's value system, only SES differences will
be presented here.

The main effects SES differences indicate that lower SES respori-

dents see the direct reference ads as more Unethical (p<€ .003); more

Informative (p ( .002); see fewer attacks in News and Speeches (p £ .06)
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and are more favorable toward attacking Product Advertising (p € .08) than

are middle SES respondents. See Appendir A for mean and stardard deviation
values of covariates and for analyses of covariance tables (Race X SES)

for each dependent variable. Relative to interaction effects, the Race

by SES findings for the combined north-south data held true when the same
analyses were done for Northern and Southern regions independently--no
significant interaction affects appeared.

Race and Region

To examine potential race by region interaction effects the same
analyses of covariance (ANCOVA) procedure used with the SES variable
was applied (covariates and dependent variables were as listed above).
No interaction effects were noted although main effects for race and
for region did appear. Again, since racial differences will be examined
in detail relative to the respondent's value system, only regional
differences will be presented here.

The main effects for region demonstrated that Northerners saw
attacking ads as more Informative (p € .02) than did Southerners and

were alsn more favorable toward attacking Product Advertising (p £ .07).

The reverse was true for the tendency to see attacks in News and Speeches.

Here, Southerners were more likely than Northerners to see such attacks
(p € .05). See Appendix B for mean and standard deviation values of
covaiiates and for analyses of covariance tables (Race X Region) for each
dependent variable.

RACE AND THE RESPONDENT'S VALUE SYSTEM

To examine the relationship between race, the respondent's value
system, and attitudes toward direct reference ads, the analysis of

covariance (ANCOVA) approach was again used. Each of the four major




8
value dimensions were analysed independently with race in a two-way
analysis of covariance, covarying the remaining three value dimensions.
For cxample, if Race by Need for Stability was the two-way analysis, the
remaining value dimensions of Concern for Social Welfare, Cooperation
Toward Group Goals, and Identification With a Group were Covaried to
control their effects. The covariates analyses of the dependent variables
(attitudes toward the attacking ads) for the combined north-south data as
well as north vs. south differences will be presented for each major Race
by Value analysis.

RACE BY GROUP IDENTIFICATION

Table 3A presents the mean and standard deviation values of the
covariates for this two-way analysis of covariance (ANCOVA) using
combined north-south data. Tables 3B-3F present the covariance analyses
(Race X Group I.D.) for each dependent variable.

Ethics. Table 3B presents the ANCOVA for attitudes tapping the
extent too which direct reference ads are felt to be unethical. For
this overall analysis the regression effect, indicating the degree of
linear relationship between the dependent variable and the covariates,
is nonsignificant. Similarly, no significant main effect appears for
the race factor or the interaction effect. However, a significant
main effect for Group Identification is evident. Here, respondents
scoring high on Group I.D. say the attacking ads are more unethical

than those scoring moderately on the Group I.D. factor (p<.0l).
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Separate covariate analyses for the Northerners only and the South-
erners only were computed. For the Northerners the result was the same,
the Group 1.D. comparison being the only significant difference (p<.01)
(sec Appendix C). For the Southerners only, the Group I.D. split for
Blacks produced a ceil with only nine individuals; thus, although no
differences were evident, the small cell size negates the calculation
of stable statistics and, as such, is not included.

Infcrmaticn. Table 3C provides the Race by Group I.D. ANCOVA for
the inftormative value of ~he direct reference ads (combined north-south
data). Altiough the interaction effect is not significant, the race
(p .001) and Group I.D. (p<.0l) main effects are. The race factor
shows that Blacks find the ads to be more informative than do Whites.
For the Group I.D. factor, those scoring high find the ads to be more

informative than those scoring lower.

Again, because of the small cell size for the Southerners, the only
within region comparison made was for Northerners. Here, the race factor
reflected the overall results (p<.001) (see Appendix C) while the
Group I.D. difference disappeared.

Affect. Table 3D presents the ANCOVA for affective differences
in reaction to the attacking ads. No interaction effect is evident.

Significant main effects appear for both Race and Group I.D. For the



10
race factor, Blacks sce the ads as more affective than do Whites (p <.001).
Those respondents scoring high on Group Identification felt the ads were

more affective than did those acoring lower on Group 1.D. (P<:.005).

The separate analysis for the Northern region only produced the same
results on both factors, race (p (.07) and Group I.D. (p<.005).

News and Specches. Tablc 3E presents the results of this attituldinal

dimension tapping the extent to which attacks are seen in news and speeches
as often as in political ads. None of the comparisons in this analysis
produced a significant difference. The same held true for the analysis

within the Northern region (see Appendix C).

Product Advertising. Table 3F presents the ANCOVA comparing favor-

ability toward direct refer2nce product advertising. Here, the regression
effect indicated a significant linear relationship between the covariates
and the dependent varidble (p.<5001). Also, although no interaction

effect appeirs, the race factor is a significant main effect (p‘<.004).
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The race difference indigates that Blacks are more favorable toward
attacking product advertising than are Whites. This difference holds
true for the within region comparison for Northerners also (p <.04)

(See Appendix C).

RACE BY NEED FOR STABILITY

Table 4A presents the mean and standard deviation values of the
covariates for this two-way analysis of covariance (combined north-south
data). Tables 4B-4F present the covariance analyses (Race X Stability)

for each dependent variable.

Ethics. The significant regression effect (p«.002) in Table 4B
indicates that the covariates do have a significant linear relationéhip
with the dependent variable (extent to which attacking'ads are felt to
be unethical). As such, controlling their effects was worfhwhile. The
main effects of race and need for stability, and the interaction effect

" are not significant.
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These same results held true for separate covariate analyses of
Northerners only and of Southerners only (see Appendix C). Thus, there
are no major differences between Blacks and Whites and between resp ats
with high need for stability and those with moderate need for stability °
on the extent to which direct reference ads are felt to be unethical.

Information. Table 4C (Race'X Stability) presents the ANCOVA analysis
of the extent to which attacking ads are felt to be informative (combined
north-south data). Again, the significant regression effect -(pg.02)

demonstrates the worth of controlling the covariates.

No interaction effect is evident in Table 4C and the main effect
comparison of high vs. moderate need for stability respondents is also
nonsignificant. A strong racial difference is evident, however (p<.00l).
Here, Blacks find the attacking ads to be more informative than d6 Whites.
tThis same findinglholds true for the separate>covariate analyseé for
Northerners oﬁly (p<.001) and for Southerners only (p<.02) (see
Appendix C). Thus, relative to attitudes toward the information value
of direct reference ads, those with high, as compared to low, need
for stability do not differ. Blacks, however, find the ads to be more

informative than do Whites.
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Affect. Table 4D presents the Race X Stability covariance analysis
for the.combined north-south data relative to the affective value of
direct reference ads. Here, the regression effect was marginally sig-

nificant (p <.10).

Although the main effect comparison between those with high vs.
moderate need for stability was not significant, thé race comparison ‘and
the interaction effects were. ' In;erpretation of the race main efféct,
which shows Blacks viewing the attacking ads as more affective than
Whites (p<.001), must yield to the significant race by need for
stability interaction (p<(.03). The means in Table 4D indicate that
the interaction occurs because Blacks view the attacking ads as more .
affective than do Whites and, as opposed to Whites, this is more true
of Blacks with high need for stability than for Blacks with low need
for stability.

TFe same racial main effect holds true for the North only (p<.05)
and the South onl& (p<:.003) analyse;. However, the interaction effect
is evident only in the North (p<.003) (see Appendix C).

The evidence indicates, theﬂ, that racial differences evident.rel-
ative to the affective effects of attacking ads are signifiéantly linked
to the individual's need for stability that the two'factors should not
be deal£ with indepenaéﬁfly;“especiéiiy'foE_éaﬁpléé'iﬁ;olving.fhé'Ndffﬁ?

ern region.
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News and Speeches. Table 4E presents the Race X Stability ANCOVA

for the extent to which attacks are seen in news and speeches as opposed

to political ads. Again, this Table is for combined north-south data.

In all comparisons, no differences appeared. This no difference

finding held for the analyses by Northern and Southern region indepeadently

(see Appendix C).

Product Advertising. Table 4G presents the ANCOVA for attitudes

toward attacking product advertising (combined north-south data).

- e mm mm e e e e ms W e ms ms me en =

For this analysis, no interaction effects are evident and the regression
effect is nonsignificant. However, the race factor (p<.00l) and the
stability dimension (p <.05) produced éignificant differences. Blacks
are more favorable toward attacking product ads than are Whites; respondents
with high need for stability are more favorable than those wiph low
need for stability. : W

For the race factor, the same results held for the analyses among
the Northerners (p<.0l) and among the Southerners (p<:.03). On the

stability factor the Northern analysis produced the same results as the
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combined data (p<:.03) while no difference was evident among the
Southerners (see Appendix C). Thus, the racial difference is strong
overall while differences between those with high vs. low need for
stability is dominant only among Northerners.

RACE BY SOCIAL WELFARE

Table 5A presents the mean and standard deviation values of the
covariates for this analysis (combine north-south data). Tables

5B~5F present the ANCOVA's for the dependent variables.

- mm @ e = me e @ e e = @ @ @ e .

Ethics. Table 5B presents the ANCOVA for attitudes tapping the
extent to which direct reference ads afe seen as unethical (combined
data). Here, the regfession effect is significant (p <.001).
However, ﬁo main effects or interaction effect are evident. These
same results hold for the Northern and Southern regions as separate

analyses (see Appendix C).

Information. Table 5C presents this ANCOVA dealing with how
informative direct reference ads are felt to be (combined data).
' The regression effect reached the .03 level of significance. No

interactio% effect was evident.
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As would be expected from the previous analysis, the race fac-
tor remained strong as a main effect (p .001) with Blacks saying
the ;ttacking adé are more informative than do Whites. There were
no differences between those with high concern for the social welfare
of ‘others and those with low concern. These findings held for the
analyses done for Northerners (p<:.001, race) and Southerners

(p<<.008, race) independently (see Appendix C).

Affect. Table 5D presents the ANCOVA:for the affective value
of the attacking ads (combined data). 'A major interaction effect
is evident between race and concern fof Social Welfare (p<:.002).
This takes precedehts over the strong main effect for race in which
Blacks see the ads as more affective than do Whites (p <.001).
Overall, the interaction indicates that Blacks see the ads as more
affective than do Whiées and, as opposed to Whites, this is more true
for Blacks with high concern for the social welfare of others than

for Blacks with low concern.
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The separate analyses for Northérners (p £.06) and Southerners
(p<.002) produced the same main effect racial differences.
However, the interaction effect held for the Southern sample only
(p<:.001). (see Appendix C).

News and Speeches. Table 5E presents the race by social welfare

ANCOVA for tendency to see attacks in News and Speeches as opposed

to political advertising (combined data). The significant effect
evident is the race by social welfare interaction. Here, Whites,
moreso than Blacks, say they see attacks in news and‘speeches as often
as in éolitical ads and, as opposed to Blacks, this is more true for
Whites low in concern for the social welfare of otherg than for those
high in concern. No effects differences were evident for the Northern

or Southern analyses.

Product Advertising. Table 5F presents the ANCOVA results for

P
Al

attitudes toward attacking product ads (coﬁbined data). The major

result, here, is a significant interaction between race and concern
for social welfare (p<:.05). Interpretation of the main effect for

the race factor (p «.007) must yield to the more complex interaction.
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The interaction indicates that Blacks are more favorable
toward attacking product ads than are Whites and, contrary to Whites,
this is more true for Blacks with high concern for the social welfare
of others than for those with low concern.

The separate analyses produced similar differences on the
race factor for Northerners (p <.08) and Southerners (p<:.04);
The interaction effect held for the Northerners only (p<C.05)

(see Appendix C).

RACE BY COOPERATION TOWARD GROUP GOALS

Table 6A presents the mean and standard deviation values of the
covariates for this twb—way ANCOVA (Combined north-south data).
Tables 6B~6F present the covariance analyses for each dependent

variable.

Ethics. Table 6B presents the ANCOVA for attitudes reflecting
the extent to which attacking ads are seen as unethical. Although
the regression effect is significant (p <.002), none of the

major effects reached significance.
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With the individual comparisons within region, the Southern
break again produced an insufficient cell size for stable statistical
comparisons. Thus, only the Northern region will be examined in
separate ANCOVAs. The results of the Northern comparison were the
same as the combined data, no significant interaction or main effects
appeared. (see Appendix C).

Information. Table 6C presents the ANCOVA comparison of respondent
attitudes toward the informative value of attacking ads. The major
difference in this analysis is an interaction effect between race and
cooperation toward group goals (p<.03). The significant factor in
the previous Social Welfare comparison is, as expected, evident here

as well (p<:.001).

From the pattern of the means, the interpretation of the
interaction effect is that Blacks see the attacking ads as more

informative than do Whites and this is more true for those scoring

' high on cooperation toward group goals that those scoring low.

The separate ANCOVA for Northerners only maintained the
main effect difference for race (p<:.001) and the interaction

effect was marginally significant (p<:.106). ‘Thus, relative to

_consideration of racial differences in attitudes toward the inform-

ational value of attacking ads, the factor of cooperation toward

group goals should be accounted for.
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Affect. Table 6D presents the ANCOVA for the affective value of
the attacking ads. The major difference is an interaction effect
involving race and cooperation toward group goals (p<.05).

This interaction stems from the race difference (p .001l) which was

evident in previous race by value analyses for the affect dimension.

The interaction effect indicates that Blacks find the attacking
ads to be more affective than do Whites and that this is more true
for Blacks scoring high on cooperation toward group goals than for
those scoring iower on this dimension. The separate analysis for
the Northern group failed to produce the significant interaction
effect. (see Appendix C).

News and Speeches. Table 6E presents the ANCOVA for this

attitudinal dimension. None of the comparisons reached significance.

This held true for the Northern analysis also.

— et — — —— — — — — — — —— —— — — —

Product Advertising. Table 6F presents the ANCOVA comparison

~of attitudes toward attacking- product ads. Here, the regression

effect indicates a significant relationship between the covariates
and the dependent variable. A main effect for race is evident in

which Blacks, moreso than Whites, are favorable toward attacking
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product ads (p<:.004). Again, this race difference follows with

the other race by value analyses for this attitudinal comparison.

The significant irteraction effect in this analysis indicates
that Blacks are more positive toward difect reference ads than are
Whites and, as opposed to Whites, this is more true for Blacks high
on the cooperation factor than those low on cooperation. The
ANCOVA for the Northern region produced the same main effect racial

difference (p<<.04) and interaction effect (p<<.009) (see Appendix C).
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SUMMARY AND DISCUSSION
Given the explovatory nature of this study, the following

summary of findings is intended to pfovide hypotheses for future

testing,

SUMMARY

SES Differences: (No race by SES interaction effects were evident.)

l., Lower SES respondent feel that direct reference political ads
are more UNETHICAL, and more INFORMATIVE than do middle SES
respondents

(Overall, on. the absolute scales used, both lower and middle SES
respondents weras saying the ads were slightly unethical on the
ethics scale, and slightly informative on the information scale.)

2, Middle SES respondents are more likely to see attacks in NEWS

AND SPEECHES (as compared to political ads) than are lower SES
respondents,

(Overall, both lower and middle SES respondents were slightly
positive toward the statement questioning whether they see as
many attacks in news and speeches as in political ads.)

3. Lower SES respondenta are more favorable toward direct reference
PRODUCT ADVERTISING than are middle SES respondents.

(Overall, both lower and middle SES respondents were slightly
. negative toward the statement contending that attacking product
ads make them more positive toward the source of the ad.)

Regional Differences: (There were no race by region interaction effects.)

1, Northerners find direct reference political ads to be more
INFORMATIVE than do Southerners.

(Overall, Northern and Southern respondents indicated that the ads
were slightly informative.)

2. Southerners are more likely to see attacks in NEWS AND SFRECHES
(as compared to political ads) than do Northereners.

(Overall, botch Northern and Southern respondents were slightly
positive toward the statement questioning whether they see as
many attacks in néws and speeches as iun political ads.) -

3. Northerners are more favorable toward direct refereuce PRODUCT
ADVERTISING than are Southerners.

(Overall, both Northerners aud Southerners were slightly negative
Q toward the statement that attacking product ads made them more .
[ERJf: positive toward the source of the ad.)
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Value Differences: (Only non-interactive value differences are
summarized below. Interaction effects are listed with race.)

1. Respondents scoring high on Identification with a Group see
direct reference political ads as more UNETHICAL, more
INFORMATIVE, and more AFFECTIVE than do those scoring low on
this dimension.,

(Overall, both high and low Group I,D, respondents were saying
the ads were slightly unethical, slightly ainformative and
slightly on the negative side of the affect scale.)

2, Resgpondents with high Need for Stability are more positive
toward direct refcrence PRODUCT ADVERTISING than are those
with low Need for Stability,

(Overall, both high and low need for stability respondents
were negative toward the statement contending that attacking
product ads made them more positive toward the source of the ad.)

Racial Differences:

1. Blacks find direct reference political ads to be more INFORMATIVE
than do Whites and this is more true for Blacks scoring high
on Cooperation Toward Group Goals than for Blacks scoring low
on this dimension,

(Overall, Blacks were saying the ads were slightly informative
while Whites responded negatively to the contention that attacking
ads are informative.)

than do Whites and, as opposed to Whites, this is more true for .
Blacks with high,..

(a) Need for Stability,
(b) Concern for the Social Welfare of Others, and
(¢) Cooperation Toward Group Goals...

than for Blacks scoring low onuthese dimensions

(Uverall, both Blacks and Whites responded negatively to the
contentjona that attacking ads are affective,)

3. Blacks, as opposed to Whites, are less likely gp see attacks
in NEWS AND SPEECHES (as compared to political ads) and,
contrary to Whites, this is more true for Blacks low in

. Concern for the Soctal Welfare of Others than for those
high in concern.

(Overall, both Blacks and Whites were slightly positive
toward the statement questioning whather they see as many
attacks in news and speaches as in political ads.)
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4., Blacks are morc poaitive toward direct reference PRODUCT
ADVERTISING than are Whitcs and, as opposed to Whites,
this i3 wmore truc for Blacks with high...

(a) Concern for the Social Welfare of Others, and
(b) Cooperation Toward Group Goals...

than for Blacks scoring low on these dimensions.
(Overall, both Blacks and Whites were slightly negative toward

the statement contending that attacking product ads made them
more positive toward the source of the ad.)

DISCUSSION

Py

Attitudes toward direct rcfercence political and commerical advertising
were differentiated on the basis of socioeconomic status, region, race
and the underlying valuc system of the respondent. Cohcrent discussion
of these findings in terms of a parsimonious explanation can at best
be speculative given the scareity of rclated reséarch.

The single construct that seems to rclate to each of the findings
in the present study and, indeed, produced the strongest and most
consistent differences, is that of the information value of the attacking
ads, Keeping in mind the attitudinal nature of the present data, it is
logical to assume that when asked to judge the concept of the attacking
ad, the respondents applied at lcast one major. dimension of evaluation.
In this case, the information valuc dimension appears to be dominant,
Through some crude theorizing, cach of the major arcas of significant
findings can be reclated to this information dimension. Again, these
speculations are intended to suggest potential arcas of Inquiry more

than to cstablish conclusions relative to the present data.

Socioeconomic Status (SES) Differences. The SES diffcrences seem

to point to differing conceptions of what political advertising is

éxpected to do. Lower class respondents may be somewhat more naive
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about the political process than are their middle class counterparts

and, as such, their expectation is that political ads should be informative.
(In the present study, this was the finding.) If one assumes this basic
information expectation, political ads that attack would be inconsistent
with the expectation that such ads should inform, Thus, attacking ads
would be secn as more Unethical by respondents who hold this expectation.
(The finding in the preseﬁt study.)

In the News and Speeches situation, it is possible, and some re-

scarch suggests that, the lower SES respundonts simply take in less of
this type of information, It follows then, that they would be less
likely to report seceing attacks in news and Speecﬁes as often as would
middle SES respondents (the present finding).

What of the attacking Product Advertising in which lower SES

respondents were more positive toward such ads than middle SES. Again,

if the thcory of cxpectations holds true, the expectation may simply
differ, 1In the product situation, competition is the norm whereas
information was the norm in the political situation., Thus, expecting
competition and wanting the best information availahle, (especially for
the lower SES person whose imformation sources may be limited) the

result is a slightly more positive cvaluation of the attacking product ad,

Regional Differences. The evidence of the present data indicates

that Southerners sec morc attacks in News and Speeches than do Northermers;

yet, historically the south is the region of the country with the fewest
complaints about abusive political advertising. Thus, assuming there are
as many attacking ads in the south as in the north (and there is no
evidence to the contrary), Southerners may be more tolerant or have a
lower sensitivity to verbal atfacks. If this logic holds, it follows
that 3Southerners would indicate that the attacking ads are also less

informative (the finding in the present study).
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Considering the finding that Northerners are more positive than

Southerners toward attacking Product Advertising, the same rationale

holds, Here, if Southerners are more tolerant toward attacking ads than
are Northerners, and if they find these ads to be less iﬁformative, then
this tolerance might produce a reduced evaluation of the worth of attacking
product ads, Thus, Southerners would rate the attacking product ads as
less favorable than would the Northerners (the present finding).

Racial and Value Differences., The racial-value system differences

can also be interpreted through the Information~Expectation formulation,
This proposition assumed that a major diménsion of evaluation of political
advertising will be in terms of its expected information value. The
same logic. applied to the lower vs, middle SES group comparison can be
applied to the racial groups. The racial differences appeaf to mirror
the SES differences with the Blacks taking the role of the lower SES
group, However, it should be kept in mind that the Black~White
differences were independent of SES differecnces when these two factors
were cxamined in the twe-way analyses of covariance. The assumption then,
would be that Blacks expect the political ads to be more informative than
" do Whites (the present finding). The interaction effect can be interpreted
in information value terms, Here, given the racial difference, those
high in Cooperation Toward Group Goals as opposed to those low on this
dimension would be expected to be more information oriented as a way
to fulfill and enhance that cooperativeness,

The Affect dimension is clqsely related to the information factor,
The logic here is that Blacks score higher on the affect dimension than
do Whites because, again, the ad that provides more information would

be morc favored and Blacks sece these ads as providing more information.
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The interaction effects follow this same information logilc: (1) Those
with high need for stability should feel a stronger need.for information
to maintain that stability, (2) those feeling a h’gher concern for the
social welfare of others should be more information-oriented than those
of lower concerm, and (3) those high in cooperation toward group goals
would be more information oriented than those low in cooperation. Thus,
given these stronger information orientations, a more positive score on

the affect dimension is the consequence,

On the Prqduct Advertising dimension wherec Blacks are more positive
then Whites, the expectation proposition which held for the SES groups
can again be applied to these'differences. The norm in the product
situation is competition and this competition situation is not incon-
sistent with the information expectation. In fact, the direct
comparison may appear to be more informative. Thus, for Blacks, as
opposed to Whites, attacking ads seem to provide more positive in-
formation, The fact that this is more true for Blacks high in Comcern
for the 8ocial Welfare of others and high in Cooperation Toward Group
Goals is consistent, These types of people would bec more interested
in fair play and in achieving ﬁhe best for everyone in theilr group
and the added positive information should help to provide this.
CONCLUSION

It is evident from the findings of the present study that racial
differences in attitudes toward direcct reference adslshould not be
interpreted independently of the respondents value system. Significant
interaction effects exist. The present study only begins to recognize
the complexity of these interac;ions and to specify some relevant value

dimensions involved.
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In sum, more research, both survey and experimental, of a
multivariate nature is needed, The summary of findings, offered as
hypotheses for future testing, need to be verified. As well, although
the Information-Expcctation formulation appears to explain and inter-

relate most of the present data, the basic assumptioné of this proposition

need to be verified.
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TABLE 1

FACTOR AWALYSIS OF VALUE ITEMS

FACTOR 1: Identification With Groups .............. Factor Loadings

Items %

People do not really fulfill their human potentials
unless they involve themselves deeply in some groups ........ .73

It is wrong if a person refuses to participate actively in
some of the group activities in his community ..........0000. .35

It is just as important to work toward group goals and uphold
the rules of the group as it is to satisfy one's individual
o L= 1S oL~ - A ¥/

% Total
Variance: 17.2%

FACTOR 2: Need for Stabilityv...................... Factor Loadings

It bothers me when something unexpe cted interrupts my
daily routine. ... .eveeuveuurnrunsnronsosnsssssonssansasnsanss o83

I don't like to undertake projects unless I have a good idea

how they will turn ouUt........v.vevivevererrorooronosecseones 46
I like things to be certain and predictable.................. .76
% Total

Variance: 11,47

FACTOR 3: Social Welfare,......ovvvveuvvvsseenses Factor Loadings

Everyone has the obligation to protect the rights and
interests of others in his community...........0e000vvuvusnss. .53

People who are unable to provide for themselves have a
right to expect help from others.........ovvevvvenvssasnnssss .38

People should feel responsible for improving the morals as
well as the well being of others........ovvvevveevveneeoeeene .52

7 Total
Variance: 9,0%

FACTOR 4: Cooperation Towaxrd Group Goals ....... Factor Loadings

A person should be willing to openly criticize people who
break the rules agreed upon by the community.,................ .45



TABLE 1 (Cdnt.)

{ A person should go along with democratically selected
- group leaders, even though they are not the ones he
personally prefers...........

Ceresesrenseseretes e neens .32

A person is right in feeling angry when other members of

his group ignor reasonable group demands......coevensee.-, A5
% Total
Variance: 8.6%

Percent total variance explained by the four factors: 46.2%

The following two items were too impure to be assigned to a
single factor and were dropped from subsequent analyses:

A person who seldom changes his mind can usually be
"counted upon to have sound judgement on matters of
importance,

Members of a group should try to persuade indifferent
** or opposing members to go along with the group.

*All items were rezionded to onthe following scale: Strongly Agree,
Agree, Netural, Disagree, Strongly Disagree, Scale values of 1-5
were used, Strongly Agree being 1.




TABLE 2

FACTOR ANALYSIS OF ATTITUDES TOWARD
DIRECT REFERENCE POLITICAL ADVERTISING

FACTOR 1: Unethical ......c.cvevevevevncronnosconses Factor Loadings
Items:

Political advertising which attacks the other candidate
personally is unethical..........oo0vvivirerininnronanans .48

Political advertising which attacks the issues: for which
the other candidate stands is unethical.................... .56

" Political advertising which attacks the party of the
other candidate is unethical........vovevvvvirvevnsosonsres o713

% Total
Variance: 27.1%

FACTOR 2: Informative....ec.vvvevvuieveneerrvoenvoonses Factor Loadings

Political advertising that attacks the opposing
candidate in any fashion wusually gives me new
information about the candidate.........covvvvvvvvocroscnses G6
Political advertising that attacks the oppuoing candidate

is effective in making its point........cceevevenrrvennnns, .56

% ‘lotal
Variance: 22.7%

FACTOR 3: Affcctive...cvveoerroossovsssssnrsossaanes Facror FLoadings

Political advertising that attacks the opposing
candidate is entertaining...ceevevivecrroosrorsonssescasons .31

Political advertising that attacks the opposing candidate
usually makes me more favorable toward the candidate who
sponsored the ad......covvvevrevvevocrsocnnssssnssossennns a4

% Total
Variance: 13.0%

Percent total variance explained by the three factors: 62.8%

‘




TABLE 3A

MBEANS AWD STAUDARD DEVIATIO! VALUES OF
COVARIATES USED I:7 RACE BY GROJP I.D.
AJALYSES OF COVARIAWCE

RACE X ¢G20UP Social
I.Dh, CELLS N Need for Stability Cooperation Weifare
Bhite 91 _
High Group I.D. CX . 7.69 6.19
SD 2.76 2,45 2.09
Thite 337 _
Modvvate Group I.D. X 8.51 8.43 7.3%1
SD 2,48 2.01 2.00
black 29 _ :
Wigh Crrup I.D. X 7.41 - 7.31 §.52
SD 2,11 2,63 2.2]
Blaclk 82 _
Moderate Group I.D. X. 7.57 8.94 6.5
: 1)) - 2.39 2.36 2.17




A. Mean52
WHITE X
SD
N
BLACK X
SD

R}
B. Covariancc Table
SOURCE :
Regression
Race
@roup I.D.
Race X I.D.

Error

TABLE 3B

RACE BY GROUP I.D. ANALYSIS OT
COVARIANCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISING

DEPEWMDENT VARIABLE: UNETI-IICAL1

High
Group I1.D.
7.87
2.85
91
7.83
2.24
29
ss DF
37.22 3
9.32 1
43.02 1
1.66 1
3476.04 532

MS
12.41

9.32
43.02

1,66

6.53

1See Table 3A for mean and SD values of covsriates:
Need for Stability, Cooperation, Social Welfare.

2T.hc lower the mean, the more unethical.

Moderate
Group I.D.

8.66
2.51

337

8.16
2.54
82

=

1.90

1.43
6.5%

«25

lra




TABLE 3C

RACE BY GROUP I.D. AHALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD
DIRECT REVERLCE ADVERTISING

DEPENDEAT VARIABLE: T4FORMATIVEL
A. Means? "
High Modexate
Group I.D, Group I.D.
WILTE X 5.99 6.40
SD 1.95 1.75
N 91 337
BLACZ X 4.41 5.43
3D 1.52 : 1.48
N 29 82
B. Covariance Table
SOURCE : 58 DF MS F P
Regression 11.73 3 3.91 . 1.30 ns
Race 109.52 1 1 109.52 36.48 .001
Group I.D. 17.94 1 17.94 5.98 .02
Race X I.D. 5.17 1 5.17 1.72 ns
Error 1597.07 532 3.00

1See.Table 3A for mean and SD values of covariates:
Need for Stability, Cooperation, Social Welfare.

2The lower the mean, the more informative.




TABLE 3D

RACE BY GROYJP I.D. AWNALYSIS OF
COVATIAICE TOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISIRNG

DEPENDENT VARIABLE: AFFECTIVE !

Pl — 4

A. Means2
High Moderarte
Group I.D. Group I1.D.
WIIITE X 7.06 7.5
SD 1.70 1.36
8] 91 337
BLACK X 6.45 7.06
SD 2.13 1l.6€
q 29 : 82
B. Covariance Table
SOURCE; S8 DF MS F b
Regression 4,84 3 1.61 .70 ns
Race 24.33 1 24.33 10.51 001
Group I.D. 18.71 1 18.71 8.08 . 005"
Race X 1I.D, .16 1 .16 .07 n
Error 1231.20 532 2.31

1See Table 3A for mean and SD values of covariates:
Jeed for Stability, Cooperation, Social Welfare.

2rhe lower the mean, the more affective.




TABLE 3E
RACE BY G:OJP I.D. ANALYSIS OF
COVARIALCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVETISING

DEPENDENT VARIABLE: NEWS AND SPEECHES1

A. Mean52
High ' Moderate
Group I.D. Group I.D.
WHITE X 2.84. 2.61
SD 1.09 1.00
N 91 337
BLACK X 2.31 2,71
SD 1.00 1.07
29 82
B. Covariance Table
SOURCE : ss oF MS F P
Regression 2.35 3 : .78 .74 ns
Race .16 1 .16 .15 ns
Group I.D. 1.34 1 1.34 1.26 ns
Race X I.D. 2.14 1 2.14 2,02 ns
Error 563.96 532 _ 1.06

1

See Table 3A for mean and SD valucs of covariates:
¥eed for Stability, Cooperation, Social Welfare.

27he lower the mean, the more attacks seen in news and speeches.
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TABLE 3F

RACE BY GROUP I.D. AWALYSIS OF
COVARIAIICE FOR ATTITUDES TOWARD
DIPECT REFEREWCE ADVERTISI!G

DEPEIIDEINT YARIABLE: PRODUCT ADVER.TISING1

A. Means?
High Moderate
Group I.D. Group I.D.
WHITE X 3.64 y 3.71
SD 1.02 .86
i 91 337
BLACK X 3.17 3.45
SD 1.20 1.01
il 29 82
B. Covariance Table
SOURCE : ' S8 DE MS E P
Regression 18,27 3 6.09 7.25 .001
Race 7.07 1 7.07 8.42 .004-
Group I.D. .48 1 .48 .57 ns
Race X I.D. .96 1 .96 1.14 s
Error 446,71 532 .84

1See Table 3A for mean and 5D values of covariates:
Need for Stability, Cooperation, Social Welfare.

2The lower the mean, the more favorable toward attacking product advertising.




TABLE 4A

MEANS AND STANDARD DEVIATION VALUES OF
COVARIATES USED IN RACE BY NEED FOR STABILITY

RACE X NEED FOR
STABILITY CELLS

White
High Need for Stability

White
Moderate Need for
Stability

Black
High Need for Stability

Black
Moderate Need for
Stability

12

125

303

47

64

ANALYSES OF COVARIANCE

Cooperation

X 8.18
SD 2.55
X 8.31
SD 1.94
X 7.98
SD 2.45
X 8.91

SD 2.52

Group 1.D.

8.21
247
9.06 1
2.29
8.43
2.53
8.52

2.57

Social
Welfare

7.01

2.09

7.10

2.06

6.11

2.01

6.44

2.37




TABLE 4B

RACE BY NEED FOR STABILITY AWALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD DIRECT

REFERENCE ADVERTISING

DEFENDENT VARIABLE: UNETHICAL!

A. Mean32
High
Need for Stability
WHITE X 8.10
30 2.66
N 125
BLACK X 8.30
5D 2.13
N 47
B. Covariance Table
SORUCE: | S8 DF
Regression 98.13 3
Race 9.53 1
Stability 7.38 1
Race X Stability 11.34 1
Error 3430.60 532

lgee Table &4A for meagn and SD values of covariates:

Moderate
Need for Stability

8.65

7.91

32.71
9.53
7.38

11.34

6.45

Cooperation, Group I.D., Social Welfare.

2The lower che mean, the more unethical.

2.57

305
2,638

64
E P
5.07 .002
1.48 ns
1.15 ns
1.76 ns




TABLE 4C

RACE BY NEED FOR STABILITY ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD DIRECT
REFERNCE ADVERTISING

DEPENDENT VARIABLE: INFORMATI'\_I_E_1

A. Meansz
High : Moderate
Need for Stability Need for Stability
WHITE X 6.29 6.32.
sD 1.91 1.75
N 125 303
BLACK X 4.83 ’ 5.41
SD 1.26 1.71
N 47 64
B. Covariance Table
SOURCE: Ss DF MS 3 P
Regression 30.40 3 10.13 : 3.3¢6 .02
Race 109.29 1 109.29 36.26 .001
Stability .99 1 .99 .33 ng
Raca X Stability 5.92 1 5.92 1.97 ns
Error ' 1603.25 532 3.01

1See Table 4A for mean and SD values of covariates:
Cooperation, Group I.D., Social Welfare.

2The lower the mean, the more informative.




TABLE 4D

RACE BY NEED FOR STABILITY ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD DIRECT
REFERENCE ADVERTISING

DEPENDENT VARTABIE: AFFECTIVE
A. Means?
High Moderate
Need for Stability » Reed for Stability
WHITE X 7.22 7.54
SD 1.60 1.38
N 125 S 363
BLACK X 7.13 ' 6.73
SB 1.57 1.95
N 47 64
B. Covarignce Table
SOURCE: 88 DE MS E P
Regression 14,30 3 4.77 2,04 .10
Race 24,35 1 24,35 10.50 .001
Stability 1.38 1 "1.38 .60 ns
Race X Stability. 10.88 1 10.88 4,69 .03
Error 1233.90 532 2.32

lgee Table 4A for mean and SD values of covariates:
Cooperation, Group I.D., Social Welfare.

2The lower the mean, the more affective.




TABLE 4E

RACE BY NEED FOR STABILITY ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD DIRECT
REFERENCE ADVERTISING

DEPENDENT VARIABLE: NEWS AND SPEECHES1

A. Means?
High Moderate
Need for Stability Need for Stabiliiy
WHITE X 2.62 2.58
SD 1.10 .99
N 1.25 303
BLACK X 2.47 2.70
:D .98 . 1.12
47 64
B. Covariance Table
SOURCE: 3s DE MS E X
Regressicn 1.97 q 56" .62 ns
Race .10 1 .10 .09 ns
Stability . .04 1 .04 1.04 ns
Race X Stability 1.74 1 1.74 1.63 ns
Error 566.42 532 1.07

1See Table 4A for mean and SD values of covariates:
Cooperation, Group I.D., Social Welfare.

2The lower the mean, the more attacks seen in news and speeches.




TABLE 4F

RACE BY NEED ¥FOR STABILITY ANALYSIS OF
COVARIANCE FOR ATTITUDES TCWARD DIRECT
REFERENCE ADVERTISING.

DEPENDENT VARIABLE: PRODUCT ADVERTISING !
A. Means?
High Moderate
Need for Stability Need for Stanility
WHITE X 3.55 3.75
SD 1.03 83
N 125 303
~ BLACK X 3.28 3.45
SD 1.02 1.10
N 47 64
B. Covariance Table
SOURCE : - ss DF MS 7
Regression 4.78 3 1.59 1.85
Race 9.59 1 9.59 11.15
Stability 3.39 1 3.39 3.94
Race x Stability .- .003 1 .003 .003
Brror 457.84 532 .36

“nze Toble 4A for mean and SD values of ecovariates:
Cooperation, Group I.D., Social Welfare.

<

“he lower the mean, the more favorable toward attacking product advertising.
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RACE X SOCIAL
WELFARE CELLS

White
High Social Welfare

White
Moderate Social
Welfare

Black
High Social Welfare

Black
Moderate Social
Welfare

TABLE 5A

MEANS AND STANDARD DEVIATIOW VALUES OF
COVARIATES USED Iii RACE BY SOCIAL WELFARE

=

—
~J
(o)}

NS
1941
N

20

ANALYSES OF COVARIANCE

Cobperation

__Group I.D.

Need for
“Stebility




TABLE 5B
RACE BY SOCIAL WELFARE ANALYSIS OF
COVARIANCE TFOR ATTITUDES TOWARD
DIREGT REFERENCE ADVERTISIWG.

DEPENDEN! VARIABLE: UNETHICAL!

A, Means?
High Modcrate
Social Velfare Social Wulfare
Wirtz X 8.43 8. 54
SD 2.62 2,60
1 176 pl-y]
; BrACK X 8.11 8.00
8D 2.45 2.51
o 70 43

B. Covarionce Table

SOURCE: ss DE 8 E P
Rgression 119.47 3 39.83 6.16 001
Race 7.67 1 7.67 1.19 ns
Social Welfare - .29 . 1 .29 .04- ns
Race X Social Welfare 1.34 | 1 1.34 21 ns
Error 3439.33 532 6.47

1See Table 5A for mean and SD values of covariates:
Cooperation, Group I,D., Need for Stability.

2'rhe lower the mean, the more unethical.




TABLE 5C

RACE BY SOCIAL WELFARE ANALYSIS OF
COVARIAHCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISING

DEPENDENT VARTABLE: INFORMATIVE!

A. Means2
High : Modevate
Social Welfare Social Welfarc
WiTE X 6.24 6.36
SD 1.81 1.79
W 176 252
BLacz X 5.03 5.39
Sh 1.58 1.50
1) 70 4 -
8. Covariance Table
§5URCE : . ss DF us r 3
Regression 28.24 3 9.41 3.1 .03
Race 111.57 1 111.57 36.88 .00}
Social Welfare .60 1 .60 .20 ns
Race X Social Welfare 42 1 42 14 ns
Zrror 1609.57 532 3.03

lSce Table 5A for mean and SD values of covariates:
Cooperation, Group I.D., Nead for Stability,

AThe lower the mean, the more informative.




TABLE 5D
RACE BY SOCIJAL WELFARE ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISING -

DEPENDENT VARIABLE: AFFECTIVEL

A, Meansz
High ) Moderate
Soclal Welfare Social Welfare
WHITE X 7.50 7.41
SD 1.44 1.47
N 176 252
BLACY X 6.53 7.54
SD 1.92 1.40
3 70 41
B. Covariance Table
SOURCE : ss DF 1S F
Regrecsion 11.95 3 3.98 1.73
Race 23.86 1 23.86 10.39
Social Welfare .46 1 46 .20
Race X Social Welfare 22,29 1 22.29 9.70
Error 1222.40 532 2,30

lsce Table 5A for mean and SD values of covariates:
Cooperation, Group I.D., Need for Stability.

2The lower the mean, the more affective.
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TABLE 5E

RACE BY SOCIAL WELFARE ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISING

DEPRNDENT VARIABLE: MEWS AND SPEECHES!

A. Means?
High Moderate
Social Welfare Social Welfare
WhiTE X 2.62 2.57
) 1.06 .99
N 176 ' 252
Br.ACK X 2.46 2.85
SD 1.05 ' 1.06
\) 3 70 41
B. Covariance Table
SCURCE: ss DF us F b4
Regression 2,33 3 .73 .73 ns
Race W11 1 .11 .10 ns
Social Welfare 1. 13 1 .13 A2 ns
Race X Social Welfare 4.00 1 4,00 3.78 .05
Lrror 563,37 532 1.06

See Table 5A for mean and SD values of covariates:
Cooperation, Group I,D., ileed for Stability.

2The lower the mean, the more attacks seen in news and speeches,




TABLE 5F

RACE BY SOCIAL WELFARE ANALYSIS OF
COVARIA.ICE FOR ATTITUDES TOWAR
DIRECT REFERENCE ADVERTISING

DEPENDENT VARIABLE: PRODUCT ADVERTISINGL

i

A. Means™

High ‘ Moderate
Social Welfare Social Welfare
WHITE X 3.75 3.66 .
SD .90 .B9
N 176 252
BLACT. X 3.24 3.61
5D 1.10 .97 -
N 70 A4l
8. covariance Table
SOURCE : 88/ DF MS_ E P
Regression 17.56 3 5.86 7.00 .001
Race ' 6.03 1 6.03 7.21 007
Social Welfare .19 1 .19 .23 ng
Race X Social Welfare 3 57 1 3.57 4.27 O

Error 445,03 532 .84

“fee 5A for mean and SD values of covariates:
Cooperation, Group I.D., Weed for Stabilicy.

2,0 . . s
The lower the mean, the more favorable towdrd attacking product advert:sing.




TABLE 6A

MEAHUS AfID STAIDARD DEVIATIDH VALUES OF
COVARIATES USED Iil RACE BY COOPERATION

RACE X COOPERATION
CELLS

“hite
High C-operation

-
Jnite

Moderata Coopewation

Riack
High Cooperation

Black
Moderate Cooperation

| =

ANALYSES OF COVARIANCE

deed For Stability

X 8.19
30 2.70
X 8.33
SD 2.53
X 6.50
SD 1.82
X 7.85
SD 2.37

Social
Croupx I,D. &Ifar_e.
3.06 6.3
2.49 2.14
9.03 7.5
2.7 - 2.04
7.81 5.23
3.09 1.24-
g.68 6.62
2.34 2.36
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TABLE 63

RACE BY COOPERATIO?! ANALYSTS OF
COVACIANCE FOR ATTITUDES TOWARD
DIRECT IEFEREVCE ADVERTI_,S\ING

. 1
DEPE IDE:IT VARIABLE: UWET{ICAL

A. Mean52
High Moderate
Cooperation Cooperation
WHITE X 8.61 8.46
sD 2.86 -  2.53
o 98 330
BLACT X 8.15 3.05
Sp 2,78 2.37
{ 26 85
8. Covariancc Table
SOURCE : ss DF MS ¥ P
Regression 98.85 3 32.95 5.07 - 00
Race ' 9.15 1 9.15- 1.41 e
Cooperation 9.51 1 9.51 1.46 ns
Race X Cooperation (01 1 .001 .000 ™
Error 3459.43 532 6.50

ISee Table 6A for mean and SD values of covariates:
eed for Scability, Group I.D., Social Welfare.

2The loyer the mean, the more unethical.
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TABLE 6C

RACE BY COOPERATVIO1 ANALYSIS OF
COVARIAI!'CE FOR ATTITUDES TOWARD
DIRECT “EF¥ERENCE ADVERTISIUG

DEPE!'DE-'T VARIABLE: IIFORMATIVE!

A. Meane

iigh Moderate
Cooperation Cooperation
WHITE X 6.31 6.31
SD 2.06 : 1.71
1 98 330
BLACH X ) 5.39
SD 1.14 .60
R 26 85
T'. Covariance Table
SOURCE : ss DF M5 F 4
Regression 17.35 3 5.78 1.92 k-]
Race ' 103,99 1 103.99 34.43 001
Cooperation 1.50 1 1.50 Y ) s
Race ¥ Cooperation 13,65 1 13,65 4.52 03
Error 1606.85 532 3.02

1Sce Table 6A for mean and SD values of covariates:
dJeed for Stability, Group I1I.D., Social Welfore.

2The lownrr the mean, the more informative.
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TABLE 6D
RACE BY COOPERATIOY ANALYSIS OF
COVARTAACE ¥O ATTITIIDES TOWARD
DIRECT REFEREWCE ADVERTISIJG

DEPE-IDENT VARIABLE: ATFECTIVEL

.2
A Means”

fligh Moderate
Cooperation Cooperation
WHTTE X 7.33 7.48
£D 1.72 , 1.37
Al 98 330
3Lack X 6.19 . 7.12
SD 2.50 1.48
# 26 85
. Covariance Table
COURCE: s8 DF 1S B P
Regression 7.60 3 2.53 J1.09 s
. ,
Race 22.36 1 22,75 5.63 +002-
Cooperation 6.36 1 6.36 2.7 .10
Race X GCooperation g, 82 1 8.82 3.5 02
Error 1232.16 532 2.32

15ce Table 6A for maan and SD values of covariates:
Heed for Stability, Group 1.D., Social Welfare.

2The lower the mean, the more affective. -
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TABLE 6L

RACE BY COOPERATION AWNALYSIS OF
COVAZIAJJCE FOR ATTITUDED TOWARD
DIRECT RETFERE'ICE ADVERTISING

DEPE.IDE. /I VARIABLE: NEWS AND SPEECHES!

A, Means2
High Moderate
Cooperation Cooperation
WHITE X 2.71 ‘ 2.56
SD 1.20 .96
B 98 330
BLACY X 2.39 ' 2.67
SD 1.13 1.04
N 26 85
B. Covariance Table
SOURCE : SS DF HS F P
2egression . ‘. 2,67 3 .89 .84 ng
Qace L 14 1 14 .13 N8
Cooperation .84 1 .84 .79 s
Race X Cooperation 2, g5 1 2,65 2,50 ns

Error 563.78 532 1.06

ISee Table 6A for mean and SD values of covariates: :

Yeed for Stability, Group I.D., Social Welfare.

" 27he lower the mean, the more attacks secen in news and speeches.
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TABLE 6F

RACE DY COOPERATION ANALYSIS OF

COVARIANCE TOR ATTITUDES TOWARD
DIRECT REFEREICE ADVERTISING

DUPENDENT VARTABLE: PRODUCT ADVERTISING!

B Menﬁsz
High Moderate
Cooperation Cooperation
WHITE X 3.81 3,66
SD 1.01 .86
i 98 330
BLACZ X 3.00 3.49
SD 1.13 1.02
N 26 85
3. Covariance Table
COURCE 58 br Us ¥ P
Regression 18.26 3 6.09 7.3 1 001
Race 6.77 1 6.77 8.15 .004-
Cooperation .19 1 .19 23 "
Race X Cooperation 5,57 1 - 5.57 6.70 .01
Error 442,30 532 .83

l:.e Table 6A for mean. and SD values of covariates:
Need #or Stability, Group I.D., Social Welfawre.

“The lowar the mean, the more favorable toward attacking product advowiuisan; .




APPENDIX A
Tables for
Race By Socioeconomic Status (SES)

Analysis of Covariance




TABLE Al

MEANS AND STANDARD DEVIATION VALUES OF
COYVARIATES USED IN RACE BY SOCIOECONOMIC STATUS
(SES) AWAYLSES OF COVARIANCE,

Need for Social Group
RACE X SR CELLS N Stability Welfare Cooperation 1. D.
_ 8.72 7.02 8.12 8.75
White 234 X
iiiddle Class
SD 2.55 2.04 2.07 2.35
Phits 191 X 7.83 7.08 8.45 g.85~
Lower Class
SD 2,52 . 2.08 2.21 2.40
Biatk 30 X 8.27 6.03 8.50 8.67
Middle class .
. SD 2.29 2.23 2,09 2.04
Black 81 X 7.26 6.10 8.41 8.41

Lewer Class
: SD 2.28 2,20 2,57 2,72




TABLE A2
RACE BY SOCIOECONOMIC STATUS (SES) ANALYSIS
OF COVARIANCE FOR ATTITUDES
TOWARD DIRECT REFERENCE ADVERTISING

DEPENDENT VARIABLE: UNETHICAL!

A. Mr.ac".ns2

Middle Class Lower Class

YWHITE X 8.81 8.06

SD 2.48 2.70

N 234 191

BLACK X 8.50 7.91
SD 2.75 2.34
N 30 . 81

8 Covaviance Table

SCURCE : 8S DF. - MS F E
Regression 108.58 4 27.15 4.26 002
Race | 7.92 1 7.92 1.24 ng
SIS 56.72 1 56.72 8.89 .003
Race X SES Al 1 W41 .07 ne
Frror 3368.29 528 6.38

See Table Al for mean and SD values of covaraiates: '
Need for Stability, Social Welfare, Cooperation, Groun
Identification.

2’t‘he lower the mean, the more unethical.




TABLE A3

RACE BY SOCIOECONOMIC STATUS (SES) ANWALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD DIRECT
REFERELICE ADVERTISING

]
DEPEDENT VARIABLE: INFORMATIVE

A. Means2
Middle Class Lower Class
WHITE X 6.55 6.05
3D 1.79 1.76
N 234 191
BLACK X 5,33 5.10
SD 1.21 1.66
N 30 81

B. Covariance Tﬁble

SOURCE : ss_ oF us T P
Regression 36.32 4 9.58 ' 3.23 .01
Race 110.67 1 10.67  37.26 .00l
SES 28.12 1 28.12 - 9.47  .002
Race X SES 2.39 1 2.39 . 80 s

Error _ 1563.12 528 2.97

1See Table Al for mean and SD valuces of covariates: :
Weed for.Stabllity, Social Welfare, Cooperation, Group T.D.

2The lower the mean, the more informative,




TABLE A4

RACE BY SOCIOECONOMIC STATUS (SES) ANALYSIS
OF COVARIANCE FOR ATTITUDES
TOWARD DIRECT REFERENCE ADVERTISING

DEPENDEAT VARIABLE: AFFECTIVE!

A.' Means?
Middle Class - Lower Class
WHLTE X 7.41 7.48
SD 1.38 1.55
i 234 191
BLACK X 6.90 6.90
SD 1.42 1.93
N 30 81
8. Covariance Table \
SOURCE : ss DF MS E r
Regression 16.60 4 4,15 1.76 ns
Race 22,39 1.... 22,39 . 9.51 .002
SES .60 1 .66 .25 ns
-Race X SES .003 1 .003 ..001 ns
Error 1243,61 528 2.36

15'&6 Table Al for mean and SD.valuess of covariates:

Need for Stability, Social Welfare, Cooperation Group
Ilentification, '




RACE

TABLE A5

Y SOCIOECONOMIC STATUS (SES) ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD DIRECT
REFERENCE ADVERTISING

DEPEUDENT VARIABLE: NEWS AND SPEECYES!

A. Means2
Middle Class Lower Class
WHITE X 2.53 - 2.68
SD 1.01 1.04
M 234 191
BLACK X 2.47 2.65
sb . 1.01 1.09
N 30 81
B. Covariance Table
SOURCE : ss DF MS F P
Regressian 4.25 4 1.06 1.00 s
Race .21 1 .21 .20 s
SES 3.90 1 3.90 3.68 .06
Race X SES .06 ) .06 06 ns
Error 559,71 528 1.06

lsee Table Al for mean and SD values of covariates:
Need for Stability, Social Welfare, Cooperation, Group I,D.

27he lower the mean, the more attacks seen in news and speeches.
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TABLE A6

RACE BY SOCIOECONOMIC STATUS (SES) AWALYSIS CT
COVARIANCE FOR ATITITUDES TOWARD DIRECT
REFERENCE ADVERTISING

DEPENDENT VARIABLE: PRODUCT ADVERTISINGL

A lleanc®
Middle Class Lowe: Class
WHITE X 3.80 3.58
SD .78 1' ol
N 234 191
BLACK X 3.34 3.36
5D .97 1.01
N 30 81
B. Covariance Table
SOURCE : Ss. LF MS E 2
Regression 17.55 4 4,39 525 - .00l
Race 7.24 1 7.24 8.67 .003
SES 2.50 1 2.50 3.00 .08
Race X SES .39 1 ..39 A7 ns
Error 441.08 528 .84

Iﬁee Table Al for mean and SD values of covariates: i
Need for Stability, Social Welfare, Coopetation, Group I.D,

2The lower the mean, the more favorable toward attacking Product Adverticiag.
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APPENDIX B
Tables for
Race By Regibn

Analysis of Covariance




TAEBLE Bl

MEANS AND STANDARD DEVIATION VALUES OF
COVARIATES USED I RACE BY REGION
ANALYSES OF COVARIANCE

RACE X N - Need for Social Group
REGION CELLS Stability Welfare - Cooperation I.D.
White 247 X 8.29 6.83 8.02 8.65
North SD 2.66 2.00 2,06 2.26
White 181 X 8.32 7.40 8.61 9.03
South SD 2.45 2,12 2.18 2.50
Black 75 X 7.48 6.28 8.35 8.55
North SD 2,37 2,22 2.61 2.73
Black 36 X 7.664 6.33 8.86 8.33
-South ~ sD 2,22 2.69 2.33 2.13
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TABLE B2
RACE BY REGION ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISING

DEPENDENT VARIABLE: UNETHICAL !

A. Me:m.s2
North South
WHITE X £.42 8.59
SD 2.70 2.48
B 247 181
BLACK X S.04 8.14
SD 2.69 1.92
i 75 36
. Covariznce Table
SOURCE ¢ ss DF MS F P
Regression 119.95 4 29,99 4.63 . 601
Race 7.47 1 7.47 1.15 Nns
Region 3.86 1 3.86 .60 ns
Race X Region .002 1 .002 .000 ns
Frror - 3437.03 531 6.47

l'Srn.e Table Bl for mean and SD values of covariates:
Need for Stability, Social Welfare, Cooperation, Group I.D.

2112 lower the mean, the more unethical.




TABLE B3

RACE BY REGION ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISING

1
DEPEWDENT VARIABLE: INFORMATLVE

A, Meansz

North South
WHITE X 6.16 6.52
SD 1.79 : 1.79
R 247 131
BLACK X 4.96 ' s5.53
SD 1.49 1.61
N 75 36
7. Covariance Table
SOURCE : ss DF H8 F [
Regression 27.48 4 6.87 2,29 .06
Race 106.94 1 " 106.94 35.67 .001
Pegion 15.63 1 15.63 521 .02
Race X Region 1.87 1 1.87 .62 ny
Error: 1592.18 531 3.00

‘Sea Takle Bl for mean and SD values of covariates:
Need for Stability, Social Welfare, Cooperation, Croup I.D.

The lcwer the mean, . the more informative.
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TABLE B4

RACE BY REGION ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISING

DEPENDENT VARIABLE: APFECTIVEL

A. Means?

North South
WHITE X 7.46 7.43
SD 1.46 1.45
N 247 181
BLACZ X 7.05 6.58
SD 1.88 1.61
N 75 - 36
B. Covariance Table
SOURCE: ss DF . Ms E P
Regression 17.78 4 4.45 "1.91 .108
Race 22,59 1 22.59 9.69 . 002
Region - 3.28 1 3.28 1.45 hs
Race -X Region 3.23 1 3.23 1.39 ns

- Ervor 1238.30 531 2.33

See Table Bl for mean and SD values of covariates:
Need for Stabllity, Social Welfare, Coopsration, Group I.D.

2The lower the mean, the more affective.




TABLE B5

RACE BY REGION ANALYSIS OF -
COVARTANCE FOR ATTITUDES TOWARD
DIRECT REFERENCE ADVERTISING

DEPENDENT VARIABLE: NEWS AND SPEECHES!

A, Mean52
North South
— <. . /' \\-\
WHITE X 2.67 _ 2,49
SD 1.05 . .98 "
i 247 181
BLACK X 2.64 ' 2.53
Sb 1.07 1.06
N 75 . 36
B. Covariance Ttable
SOURCE ¢ Ss DF MS F 2
Regression 3.42 4 .86 81 ns
Race 20 1 -~ .20 19 ns
Region 3.99 1 3.99 5.76 .05
Race X Region .14 1 W14 13 s
Error 562,83 531 1.06

1See Table Bl for mean and SD values of eovariates:

Need for Stability, Social Welfare, Cooperation, Group I,D.

2The lower the mean, the more attacks seen in news and speeches.




TABLE B6

RACE DY REGION ANALYSIS OF
COVARIANCE FOR ATTITUDES TOWARD

DIRECT REFERENCE ADVERTISING

DEPENDENT VARIABLE: PRODUCT ADVERTISING!

A. Means2
North South
WHITE X 3.62 3.80
SD .93 .84
| 247 181
BLACK X 3.36 3.42
SD 1.10 1.00
N 75 35
B. Covariance Table
SOURCE : 83 DF MS ¥ P
Regression 20,06 4 5,02 6.00 .001
Race 7.05 1 7.05 8.44 . 004
Region 2.81 1 2.81 3.37 .07
Race X Region .34 1 .34 41 ns
Errox 443,63 531 .84

13ac Table Bl for mean and SD values of covariates: .
Need for Stability, Social Welfare, Cooperation, Crnup T.D,

2Thé lower the mean, the more favorable toward attacking product advertising,




APPENDIX C

Summary Table : Probability Values

For Two-Way Analyses of Covariance

Within Region Comparigons



APPENDIX C
Summary Table of Probability Values
For Two-Way Analyses of Covariance

1
Within Region Comparisons

Dependent - .
Variable Race (R) by:
Group Nced for Social Cooperation
Identification(GI) Stability(N¥FS) Welfare (SW) {Coop)
Region )
: Race GI R x GID Race NS R x NSF Race- SW R x 8SW Race Coop R x Coop

UNETHICAL Mwwws ns .01 ns ns ns ns ns . ns ns ns ns ns

moznrm - ns .09 ns ns ns ns

North .001 ns ns Q01" ns ‘ns 001 s ns -.001 s .11
INFORMATIVE .

South .02 ns ns .008 .10 ns

North :
AFPECTIVE .07 .03 ns .05 ns .003 .06 ns ns .08 ns ns

South .003 ns ns .002 ns .001
, North ns ns ns . ns ns ns ns ns . ns ns .06 04
NEWS AND
SPEECHES South ns ns ns ns ns ns

North D4 ns ns .01 .03 ns .08 .09 .05 .07 ns ns
PRODUCT :
ADVTSG. South .03 ns ns .04 " ns ns

Hooawwonm Ancova Tables are available on request from Professor Gordon,

2The Group I.D. and Cooperation factors for the Southern comparison resulted in cell sizes that were too small
for reliable statistical comparisons,

Aruitoxt provided by Eic:
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